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Abstract 
 
The objectives of the Master’s Thesis focused on planning a new wellness tourism trip for 
the commissioner Geneesi using service design methods. The aim of the thesis focused on 
researching megatrends, wellness tourism and planning a wellness trip with customers to 
create a new business service for Geneesi. The purpose for this thesis was to create a new 
business service for the commissioner to add to their expanding service catalog.  
The main service design methods used during the planning process to achieve the goals for 
the thesis were customer group interviews, individual customer interviews, and an 
exploration trip to Evora, Portugal. The main goal for the thesis was to gain customer insight 
and create a new service customers would want to buy.  
The results of the thesis work included a planned international wellness trip to Evora, 
Portugal. This including a five-night trip that included all yoga classes and wellness 
discussions. The trip included all activities, transportation and accommodation based on 
customer input. Due to certain factors, the trip had to be canceled and a new domestic 
wellness trip was created. The new trip concept gained more interest but ultimately was 
canceled due to the novel coronavirus pandemic.  
In conclusion, the work done and planned for the commissioner was well executed and much 
needed, but due to circumstances outside of one’s control, the final trip had to be canceled. 
The information and plans will be utilized for future trips once the current situation 
normalizes.  
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1. Introduction 
Wellness tourism is a fast-growing megatrend in the tourism sector. The topic of this thesis 
focused on developing a new business service related to wellness tourism for Geneesi, an 
auxiliary company name under the company Gartano Oy. The aim of the new business service 
for Geneesi was to create a wellness trip to Portugal, focusing on yoga and mindfulness. The 
research focused on recognizing mega trends, creating new business ventures and a user-
centered service that is profitable for the company. The research focused on the history of 
wellness tourism and how to create new services. The author of this thesis actively participated 
in yoga classes for over a year at Geneesi when the discussion of working together to create a 
new wellness tourism trip was discussed. The personal interest in the thesis subject allowed for 
the author to have a personal connection with the success of the planning.  
The majority of the thesis is based on a new service creation for Geneesi. Feedback from 
customers was documented through the entire thesis process. During the thesis work, the focus 
and end location for the wellness tourism trip changed. The planning and marketing sections 
of the thesis are written for the original plan of implementing the trip to Portugal. However, by 
the end of the planning and marketing of the trip, the plans changed to a weekend retreat in 
North Karelia. The abrupt effects of the Covic-19 virus also disrupted the work that was done 
and required the commissioner and thesis author to cancel all the plans. The abrupt effects of 
the coronavirus could not have been planned for and therefore were not discussed until the very 
end of the thesis.  
1.1. Company  
Gartano Oy is a Limited Liability Company comprised of two different auxiliary companies 
that have merged together, Geneesi and Kooders. Geneesi is a therapy and welfare service 
provider, whereas Kooders is a tailored systems and website provider that focuses on digital 
solutions. The fusion of the two companies allows for both parties to benefit from the other’s 
expertise. Geneesi as a whole offer’s wide services, such as licensed psychotherapy, group 
therapy, company team building, neuropsychiatric coaching as well as yoga and mindfulness 
classes. Kooders as a whole focus on the digital services, with a focus on a human-centered 
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digital experience. Gartano has their headquarters in the city center of Joensuu, with side 
locations in Kajaani and Helsinki. Kooders employs three full-time employees, and Geneesi 
employs six employees with per diem contracts. This thesis focused on the commission from 
Geneesi’s side of the company, but worked hand-in-hand with Kooders for certain technical 
support. In Figure 1, one can see the structure and outline of the company and thesis writer. 
 
Figure 1.  Company structure and cooperation with thesis author 
 
Geneesi’s customers are mainly individuals who participate in the company’s therapy services 
through assistance from the government’s social insurance institution Kela. The goal for 
Geneesi was to create new services that benefit their current customers to purchase themselves 
as well as entice new customers to purchase their wellness services. This business model is 
based upon the need to create new services and products that customers are willing to purchase 
themselves and not rely solely on the government-funded customers. This would allow the 
company to grow and offer a more user-centered approach to their services. The goal for 
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Geneesi is to slowly expand their service repertoire, and thus be able to extend their services 
to different cities as well as employ more personnel in the future.  
 
 
Image 1. Geneesi’s logo & color scheme for marketing and thesis work 
 
For the purpose of this thesis, the graphical colors of Geneesi were used in the entire thesis as 
well as marketing materials. The colors used can be seen from Image 1 from Geneesi’s logo. 
The use of the colors throughout the thesis was a decision from the thesis author to connect the 
thesis work throughout the entire process to the commissioner.  
1.2. Commission 
To productize their services, Gartano Oy has commissioned the thesis writer to develop a new 
business service to expand their wellness service catalogue within Geneesi. The thesis 
commission will focus on how to create a new business service, which is user-centered, as well 
as profitable for the company. Because the main customer base of Geneesi comes from the 
government's social insurance institution Kela’s supported therapy sessions, creating new 
services, such as the yoga classes, allows for additional revenue, which does not solely rely on 
the Kela customers. Currently, Geneesi offers yoga classes, tension, stress and trauma release 
(TRE) exercises, employee coaching, as well as different therapy themed seminars that are paid 
for by other than Kela customers. When planning the goals for Geneesi, it was essential to 
narrow the topic for the commission, as Geneesi had many ideas in how to expand their 
business endeavors.  
The idea to plan a yoga and wellness trip to Portugal came from Geneesi having an existing 
business contact in Portugal with a local company called Kokowah. The benefit of having 
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cooperation with Kokowah allows Kokowah to give insights into local culture, give an 
authentic wellness experience in Portugal and offer other services for the customers. Also, 
Geneesi wanted to focus on yoga and adding wellness lectures due to the benefit of having a 
licensed therapist participate in the trip.  
1.3. Objectives  
The goal of the thesis was to research megatrends and how companies can identify them and 
how to create new business services using this information. Furthermore, how wellness tourism 
relates to megatrends and what companies need to know to plan a new business service in the 
wellness tourism sector. The additional goal of this thesis was to plan, co-develop, facilitate as 
well as execute a wellness trip. Planning the new business service with customers before 
implementing the trip allowed the end users to have an input in the end result. The results of 
this thesis acted as a guide for Gartano Oy to use in future trips and to aid in recognizing future 
megatrends and to utilize them for future service products. The main goal was to add value to 
the company, but also help the company recognize megatrends that are beneficial to their 
company strategy as well as know what to focus on when creating new services.  
Burn-out, stress and mental sick leave is becoming increasingly more wide-spread. This is due 
to modern day work becoming more about specific skills, expertise and innovation, and moving 
away from traditional manual labor jobs. Figuring out solutions to work-life balance is crucial 
in keeping skilled workers in their jobs. Creating retreats and vacations where individuals are 
able to process their stress and get away from a hectic work-life can allow for individuals to 
prioritize their work and be able to process their work-life more efficiently (Luomahaara 2017). 
By this evaluation, creating a wellness trip to Portugal allows Finnish customers to evaluate 
their work-life balance, work stress, hobbies and home life in a relaxing environment where 
they would be able to take the skills learned back home with them and apply them to their own 
life.   
1.4. Research Questions 
The research plan focused on how megatrends are changing the way businesses and consumers 
react in the market, how businesses can use new emerging user knowledge to provide new 
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services on the market, as well as what is needed in creating a new business service. The 
visualized research process can be seen in Figure 2.  
  
Figure 2. Research question process 
 
1. What are megatrends and how companies can recognize them? 
This research question focused on megatrends, how companies can identify them and how a 
company can utilize them to create new services or products. Also, by researching past 
megatrends, one can understand how they form and how to possibly identify future megatrends. 
The megatrend theme will expand on wellness and tourism and how those two themes 
combined have become one of the biggest megatrends currently. 
2. What is wellness tourism? Sub-question: How does it relate to megatrends? 
This research question helps understand what wellness tourism is, why customers are prone to 
it and what the benefits of wellness travel are for the customers. This question looks at the 
financial benefits for companies in this sector and through understanding wellness tourism, 
how companies are able to pinpoint specific services and products to sell to customers.   
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3. What is needed to plan a successful wellness tourism trip? 
This research question looks at what factors need to be taken into consideration by the customer 
to organize a successful trip. This research question will also look at what a company needs to 
know about the current Finnish law about the combinations of travel services, and what options 
are available for companies planning tourism trips. 
 
2. Thesis Outline 
The outline of this thesis is broken into 10 chapters. The first, consisting of the introduction, 
which goes over the company, commission, objectives and the research questions of the thesis. 
The second contains of the thesis outline, service design and the timetable of the thesis. The 
third chapter consists of the theoretical background. Megatrends will be explained, their impact 
on the tourism industry and how, for example wildcards can affect consumer behavior of the 
world. The theoretical background will also cover the wellness tourism and yoga sector and 
how they connect to each other. The Finnish law on creating a travel package will also be 
researched, and how that effects companies wanting to organize tourism services.  
The fourth chapter focuses on the service design tools methods. This section focuses on how 
the wellness trip was planned and designed using company and user insight. These tools and 
methods include, for example customer profiles, customer journey analysis as well as a service 
blueprint. The fifth chapter includes the main user input, including group ideation, individual 
interviews. The sixth chapter focuses on researching competitors services.  
The seventh chapter contains the exploration trip to Portugal. This chapter focuses on 
connecting the information gathered from the users and own observations at the destination to 
resolve planning details. Planning the wellness trip is outlined in chapter eight, where the trip 
outline is refined, and certain complications are outlined. The ninth chapter focuses on the 
learning outcomes, including the feedback from the customers and the company with 
suggestions for future improvements for the commissioner. The tenth is the conclusion. 
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2.1. Service Design  
Service designs popularity grows year after year, and is slowly becoming more familiar in the 
business world. Services as a business model have steadily grown since the 1970’s and continue 
to grow through different means (Koivisto 2019, 17). The need for service design and 
understanding the customer is becoming more relevant as user-centered products and services 
are created daily.  
Creating a wellness trip using service design required different user-centered methods and tools 
to figure out the best trip package possible. Throughout the entire thesis process, different user 
groups were involved through different phases of the thesis. Some customers were involved 
from the very beginning. This involvement included a group ideation workshop and, other 
customers were interviewed throughout the different phases to see different perspectives of the 
trip. Different travel trips were researched, as well as different yoga options were compared to 
each other. The design process figures out and understands what needs and differences the 
different customers have compared to each other. What the overlapping wants of all the 
customers interested in a yoga retreat trip were observed and an exploration trip was done by 
visiting the cooperative partners in Portugal. Research was also done of completive yoga and 
wellness trips already for sale of competitive companies. 
The overall thesis process adhered to the Design Council’s (2019) Double Diamond process. 
The main elements to the Double Diamond are the two separate diamonds. The first one is 
focused on the research phase, where the discovering and defining the problems of the 
customers is identified. The second diamond focuses on developing and delivering the 
solutions to the original problems. As Stickdorn M., Hormess M., Lawrence A. and Schneider 
J. (2018, 314-315) explain, the Double Diamond helps understand the importance of 
discovering and defining what the customer needs and wants resolved. Figure 3 visualizes the 
two separate diamonds and how they relate to each other.  
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Figure 3. Double Diamond (Design Council 2019) 
 
During the Discover phase, the group ideation and interviews with the customers allowed for 
the service designer to understand the reasons why customers want to participate in a wellness 
tourism trip. Defining the true problems, such as how to manage work-life balance, de-stress 
and participate in a trip that gives one energy were possible problems customers wanted to find 
solutions to from a wellness tourism trip. After defining what the customers truly want, the 
development of the tourism trip began, where all of the input from the customers were taken 
into consideration. Through this development, a wellness tourism trip was delivered and 
marketed to those customers. During the development of the trip, there were problems that 
come up, and required one to go back to the first diamond and discover and define new issues 
to be developed and be solved. Because the design process can be quite chaotic, seen in Figure 
4, the Design Squiggle (Newman 2002) shows how messy the beginning of the design process 
can become. 
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Figure 4. Design Squiggle (Newman 2002) 
 
When overlapping the Design Squiggle and Double Diamond on top of each other (Figure 5), 
one can see how much work goes into the beginning of the design process, it is clear the 
importance of communicating and understanding the customers from the very beginning. When 
the two images are overlapped, one can plan a timeline for the trip planning and understand 
changes are most likely to happen and a part of the service design process.  
 
Figure 5. Double Diamond (Design Council 2019) and Design Squiggle (Newman 2002) process together. 
10 
 
2.2. Thesis Timeline 
The overall thesis project lasted from fall 2019 to spring of 2020. Using a Gantt chart 
(Gantt.com 2020), it was possible to visualize multiple peoples’ work schedule and project 
manage who was responsible for different tasks. A visual representation of the Gantt Timeline 
can be seen in Figure 6. When planning the timeline for the thesis, three main actors were 
involved in the overall process. The author of this thesis (shown in yellow), Geneesi (shown in 
purple) as well as the cooperation partner in Portugal, Kokowah (shown in blue).  
 
Figure 6. Gantt Timeline Chart 
 
During August-September, the thesis plan was approved by Novia University of Applied 
Sciences and the author of the thesis. Initial discussions and cooperation ideas were also 
discussed during this time. The main group workshop was held in September with the end users 
to gain understanding of their needs. Yoga customers were interviewed after the yoga classes 
at Geneesi as well.  
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In October, the Portugal exploration trip took place in Evora, Portugal. The trip content and 
initial trip program was planned from the knowledge gained from the exploration trip. The final 
cooperation discussions would also take place during the exploration trip, as face-to-face 
meetings helped working with different stakeholders in the future. The marketing of the 
wellness trip actively began during this time, as social media posts and activity were shared 
and blogged about during the exploration trip. 
The main research and theory portion of the thesis began at the end of the year 2019. This was 
done in conjunction with the research gained from the group ideation, exploration trip and 
written research material about the thesis topic. Tickets were on sale for the end user and social 
media campaigns began.  
January 2020 mainly focused on marketing the trip, finalizing the trip outline between Geneesi 
and the thesis author as well as taking reservations for the trip. Final participant amounts needed 
to be confirmed by the end of February and final group interviews were conducted to gain 
knowledge about final details about the trip and possible changes.  
During April 2020, the wellness tourism trip was planned to take place in Evora, Portugal. The 
thesis authors responsibilities were to make sure the end users’ needs are upheld and facilitate 
the entire trip. Feedback and final comments from the end users were planned to be gathered 
after the trip and used as improvement suggestions for the end of the thesis. Due to certain 
circumstances, described in section 8.4. of the thesis, new plans had to be made that was not a 
part of the original thesis timeline. This information was also used to improve upon future 
wellness tourism trips operated by Geneesi. The thesis work was finalized in May 2020. 
 
3. Theoretical Background 
The theoretical background for this thesis focuses on the research questions mentioned above 
and how they relate to the overall thesis. This includes understanding megatrends as a whole 
and how for example, wildcard can affect consumers on a global scale. When planning a 
wellness tourism trip, the overall megatrend of the wellness sector and its subcategories of yoga 
tourism are assessed and how companies can utilize the financial benefit of organizing such a 
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trip for their own benefit. Finally, the New Package Travel Act 2018 was researched and how 
it effects companies planning any tourism operations in Finland. 
3.1. Megatrends 
Sitra (2020) defines megatrends as larger phenomenon happening in the world that have long-
term effects, can be slow to detect but have major societal implications that take place. 
Megatrends have an effect on the global economy, businesses as well as individual life. Simply 
put, as David Lancefield, Partner at PricewaterhouseCoopers UK put, “…a megatrend is a 
pattern or a movement which has a major impact on business and society” (PwCUK 2014). 
Megatrends can have positive and negative change for companies as well as citizens, where 
new opportunities for innovation and creativity can be created. As Sander (2014) explains, 
“…megatrends can cause disruptive change for good or bad. Technology, for example as a 
whole, is one of the largest megatrends in modern history”. 
Using megatrends as indicators allows companies to stay ahead of the competition and adapt 
to an ever-growing world. Sander (2014) also points out, some megatrends as easer to predict 
than others; for example, the price of oil, gold and technology stock values are hard to predict 
but others are much easier, such as the rise of entertainment, IoT, the growth of the senior 
citizen population and e-commerce. Sanders (2014) also points out, when companies begin to 
create new products and services using megatrends, the organizations need to understand the 
shifting needs of the trends as well. Therefore, spotting megatrends and utilizing them is 
essential for companies wanting to expand their service and product catalog in the future.  
To help companies understand megatrends, Sitra’s (2020) Megatrend Cards, for example help 
companies’ study, priorities, solve, and invent megatrends. The megatrend cards are a useful 
guide to help companies think of different possibilities and scenarios where and how they 
would react, innovate or come up with new solutions to current and possibly new megatrends. 
The benefit of using Sitra’s Megatrend Cards, is they are based in Finland and give insight into 
challenges and trends effecting Finnish companies. These can be used by anyone from 
anywhere, but the added benefit is the understanding of the Finnish customer. Other megatrend 
from around the world can be used, such as Megatrend Mashup from New Zealand (DIA 2019), 
which gamifies the development of understanding megatrends; the European Commission’s 
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(n.d.) Megatrends Hub workshop that helps in foresight-related information; as well as 
traditional reports such as the 2019 Global Wellness Trends Report (Global Wellness Summit, 
2018-2019). Having different methods to gain knowledge about megatrends is essential to 
figure out the best option for any company.  
3.2. Wildcards 
Understanding and using wildcards is important when talking about megatrends, as wildcards 
can have a drastic effect on the world market. As Kjaer (2014) explains, wildcards are not a 
part of the current economic landscape, but if they were to happen would have an important 
impact on the entire shape of mainstream industries. The purpose of wildcards is to forecast or 
predict low probability but high impact events or situations that have a global impact (Peterson 
2000). Being able to think of and plan for wildcards is essential when planning long term for 
any business. When factoring in wildcards, a company is able to adapt to change and make fast 
decision whatever the wildcard in the future could possibly be. Smaller scale ideation of 
wildcards can be traditional methods, such as SWOT-analyses and risk assessment. A SWOT 
-analysis for the purpose of this thesis can be found in Chapter 4.4.  
One of the most famous wildcard scenarios in modern day history was the 9/11 attack on the 
World Trade Centers in New York City on September 11th, 2001. As A&E Television 
Networks (2019) explains, the economic impact caused by the 9/11 attracts is estimated to 
consist of $60 billion in damages, $750 million in debris cleanup and a 7.1. percent drop in the 
market during the first day of trading after the attacks. Even though the terrorist attack was 
localized to New York City and the Pentagon in the United States, the effects of the attacks 
were experienced by the whole world. This can be seen, for example in the creation of the 
Transport Security Administration (TSA) in the United States and the worldwide adoption of 
heightened travel security (Blalock, Kadiyali & Simon 2007, 731-755).  
Wildcards also have a direct influence in consumer behavior. Influencing consumer behavior 
in the short term can have a lasting impact on the decisions the consumer makes in the long 
term. In the example of the 9/11 attacks, consumers changed their behavior in the short term 
by traveling less to the United States and opted into traveling either domestically more, or to 
new countries deemed “safer”, such as Europe and certain Asian countries (World Tourism 
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Organization (UNWTO), as cited in Cooper, Fletcher, Fyall, Gilbert & Wanhill 2005). This 
can be seen in the long term, as tourism has increased steadily in certain European and Asian 
countries after 9/11.  
Table 1.  Inbound tourism – Arrival of non-resident visitors 2000-2018 (UNWTO, 2020). 
Year USA China United 
Kingdom 
Japan Italy 
2000 78 343 000 83 444 000 25 209 000 4 757 000 62 702 000 
2001 70 975 000 89 013 000 22 835 000 4 772 000 60 960 000 
2002 64 434 000 97 908 000 24 180 000 5 239 000 63 561 000 
…      
2006 183 178 000 124 942 000 32 713 000 7 334 000 66 353 000 
…      
2010 162 275 000 133 762 000 29 803 000 8 611 000 73 225 000 
…      
2018 169 325 000 158 606 000 37 905 000 31 192 000 93 228 000 
 
From Table 1, one can see indicated inbound travel to the United States, China, United 
Kingdom, Japan and Italy. These numbers include all inbound tourism, arrivals on non-
residents at the national borders. 
When thinking of consumer behavior caused by 9/11, one can see that the European and 
American travel the year of and after decreased in 2001, whereas consistent growth happened 
in Asian countries such as China and Japan. When looking at the table, one can see it took the 
United States four years for the market to bounce back from the dip in 2001 and to surpass its 
original travel numbers in 2000, whereas the UK, Italian, Chinese and Japanese inbound 
numbers have consistently gone up.  
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3.3. Wellness Tourism as a Megatrend 
The Organization for Economic Co-operation and Development (OECD) has measured tourism 
growing steadily globally over six decades, with wellness tourism being a niche segment of the 
overall tourism megatrend, with wellness tourism growing significantly in the upcoming years 
(OECD 2018, 61-88). Wellness tourism is defined by Smith and Puczkò (2009, 3) as an 
approach consisting of body-mind-spirit. Concurrently, when looking at tourism as an industry 
in itself, Boniface and Cooper (as cited in Cooper, Fletcher, Fyall, Gilbert, Wanhill, 2005, 17), 
tourism is a part of individuals leisure time.  
 
Figure 7.  Leisure, recreation and tourism (Boniface & Cooper, as cited in Cooper et.al. 2005, 17) 
 
Understanding a customer’s breakup of their leisure time, one can pinpoint what customers are 
willing to spend their time on. As Figure 7 showcases, tourism is a part of individuals leisure 
time, but the majority of that time is allocated to home-based recreation. When talking about 
tourism, that as well can be split into regional, national and international travel. As Cooper et. 
al (2005, 17) explain, leisure time is time spent away from necessary obligations. This can 
mean tourism is the ultimate time away from necessary obligations, as it physically allows the 
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customer to feel separated from one’s own life. This can be viewed as a benefit when creating 
and planning a tourism trip, as these elements can be implemented in the marketing of the 
service.  
In 2017, the global wellness economy was estimated to be a $4.2 trillion business, of which, 
the wellness tourism sector accounted for $639 billion (Global Wellness Institute 2018). The 
wellness tourism sector has also been brought to the forefront of service development in 
Finland by Business Finland, as it is reported that the wellness tourism sector is one of the 
fastest growing segments in the tourism field internationally (Business Finland 2020). With 
wellness tourism growing in popularity, it is important to understand what wellness tourism is 
and how it has been defined in the past within the tourism market. It is estimated wellness 
tourist travelers spend 50% more than traditional tourists (Global Wellness Institute 2018).  
 
Figure 8. Global Wellness Institute’s (2018, 26) Wellness Tourism Spending Premiums 
 
From Figure 8, the Global Wellness Institute (2018) visualizes how domestic wellness tourists 
spend a whopping 178% more percent wise compared to 53% of international tourists, the 
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international tourists spend a significant amount more amount wise. This can also be a factor 
in why wellness tourism has attracted businesses to offer new and exciting services for 
customers, mainly focused on the international market. This can be a reason for its popularity 
in becoming a megatrend in the global tourism sector, as it encourages companies and 
businesses to create products and services for customers who are willing to spend more money. 
Smith and Puczkò (2009, 3) highlight the significance of an individual gaining wellness within 
all mind, body, and soul categories. However, in the 1970’s wellness tourism started to gain 
recognition as a tourism trend, but began as being categorized as health tourism, used as a 
method to attract tourists by promoting health-care services. These health care services were 
added to existing hotel and resort facilities to attract tourists. Health care tourism included 
services such as doctors’ visits, special diets, medical treatments, herbal remedies, and 
acupuncture (Goodrich & Goodrich 1987). This varies with Smith and Puczkò’s definition, as 
it does not include the entire spectrum of body-mind-spirit. Business Finland (2020) defines 
wellness tourism as creating comprehensive wellbeing, including the body and mind. This 
correlates more with the Smith and Puczkò’s definition, than purely health tourism.  
For over 40 years, the wellness tourism trend has evolved and grown in popularity, slowly 
growing into a megatrend. As Luomahaara (2017) point out, since the 2000’s, wellness tourism 
is growing as a megatrend. Due to the vastness of the wellness tourism term, it can be quite 
difficult to define when segmenting different tourism services. Using the definition of wellness 
tourism by Smith and Puczkò (2009), a yoga retreat can be qualified as a wellness tourism 
service, as well as categorized as a sport activity; however, it includes the spiritual aspect of 
reaching internal calmness, physical activity and determination of the mind to focus, thus 
categorizing it clearly into the wellness tourism sector. Whereas skydiving would not be 
categorized as a wellness tourism activity, as it is connected to adrenaline seeking, action base 
and does not focus on activity. Visit Finland defines a clear separation between wellness and 
activity tourism, as wellness tourisms main goal is to create wellbeing in mind, body, and soul, 
whereas activity tourisms focus in on different physical activity (Business Finland, 2020). 
Smith and Puczkò (2009, 5) distinguish the biggest difference between health tourism with 
wellness tourism, is the nature to categorize the nature of health = cure, where tourist want to 
be healed or recover from something and wellness = prevention, as relating to upkeep current 
health. It can become quite difficult to separate the two different definitions when segmenting 
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into specific purposes, but for the sake of this thesis, the focus will be on the current use of 
wellness tourism and its subsequent services in the tourism field. To understand the types of 
health and wellness tourism differences, Smith and Puczkò (2009) visualize the spectrum of 
health and wellness tourism shown in Figure 9.  
 
Figure 9. Understanding the Difference Between Wellness Tourism and Medical Tourism (Global Wellness 
Institute 2018, 11) 
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Figure 10. Spectrum of Health Tourism. (Smith & Puczkò 2009, 7) 
 
From Figure 10, it can be seen that wellness and medical tourism have been separated by 
different sub themes, where the main segments include holistic, leisure, recreation, medical 
wellness, medical (therapeutic) and medical (surgical).  
Traditionally, Finns categorized wellness tourism as including spa hotels and resorts, but 
currently 59% of customers want additional services to their tourism destinations (Business 
Finland, 2020). These services for example can include lectures, retreats, low-heart rate 
activities and mindfulness. This correlates with the subcategories of Smith and Puczkò’s (2009) 
image of the health tourism spectrum. Understanding the different sectors and classifications, 
it is essential to understand users do not necessarily need to have specific definitions when 
making travel decisions. The segmentation is beneficial for companies when creating new 
services and products to be created, as it helps in the identification of different mega trend 
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subcategories. Business Finland (2020) also categorizes wellness tourism to include nature, 
water, sauna and forest, as these are segments which allow Finland to differentiate from other 
international markets. Because wellness tourism can mean so many different things to different 
people it can become increasingly difficult to communicate and define wellness tourism as just 
one thing. This is why the term wellness tourism will most likely evolve and change depending 
on what market and audience is being targeted. Additionally, Smith and Puczkò (2009) describe 
“…the propensity to travel for reasons of wellness are increasing, not just because there is a 
need for escapism from stress, but also because people sometimes need to take a step back 
from their lives to truly know themselves”. Even though the term changes, the trend itself is 
becoming more widely used and subsequently creating segmented tourism fields and attracts 
specific audiences for each segment. 
3.4. Yoga Tourism 
As described by Lewrick, Link and Leifer (2020, 126-128), when creating new business 
services from larger themes, the goal is to narrow down the topic enough where one can have 
a specific enough, but not too narrow of a topic, where customers can find solutions to their 
problems. When thinking of wellness tourism as a megatrend, that can be too broad of a term 
for customer, and narrowing it down to a yoga trip can allow customers to invest in it easier. 
Yoga as a practice has a long and unclear history. It has not been agreed upon when exactly 
yoga began, but a consensus is that it originated thousands of years ago in India, with modern 
day yoga being created and popularized in the 1900’s (Puustinen & Rautaniemi, 2013). Yoga 
has been popularized in modern culture since the 1960’s, having many versions, such as 
Vinyasa, Hatha, Yin, Bikram, Shivananda, Iyengar, and Astanga, (Smith, Kelly, & Monks 
2013; Singleton 2010). Since the 1990’s, the modern-day yoga business has become a 
multimillion-dollar business, with the popularity and variety of different yoga styles, even 
though modern day yoga has little comparison to its origins in India (Singleton 2010).  
As characterized earlier, Smith and Puczkò (2009) subcategorize yoga within wellness tourism. 
Using this subcategory, yoga and meditation tourism is one of the most widely used 
subcategories in the wellness tourism sector. According to the Global Wellness Institute 
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(2018), yoga tourism would be distinguished as a primary wellness tourist segment. From 
Figure 11, the differences between the two types of travelers can be identified. 
 
Figure 11. Distinguishing Primary and Secondary Wellness Travelers (Global Wellness Institute 2018, 13) 
 
Having yoga as the primary wellness tourism focus, this can narrow down the larger theme of 
wellness tourism to customers. Yoga being the primary focus of a wellness trip allows 
customers to have a clear idea what activities and outcomes they wish to get from a trip and 
subsequently gain overall wellness as a side product. However, some customers might want to 
partake in secondary wellness tourist attractions or activities, even though that might not be the 
primary reason for the trip. When planning a yoga trip, it is necessary to see what other primary 
and secondary wellness options customers would be interested in.  
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3.5. New Package Travel Act 2018 
When planning any new service or product, it is essential to find out if there are any laws that 
pertain to such a new service. In the case of organizing and facilitating a group tourism trip, 
the laws pertaining to tourism were researched. The main law effecting the wellness tourism 
trip was The New Package Travel Act 2018, which came into effect in Finland in July 2018, 
replacing the old Package Travel Act. The purpose of the new Act was to replace the concept 
of package holidays with travel packages and guarantee certain conditions for the consumer. 
(KKV 2018). Below from Table 2, one can see the main indicators if a company’s services 
pertain to the New Package Travel Act 2018.   
Table 2. Main indicators for companies translated and summarized by thesis author from Finnish to English. (Laki 
matkapalveluyhdistelmistä 901/2017) 
 
     The Act does not affect companies organizing trip which:  
• Lasts under 24 hours, and does not include accommodation 
• Travel services are marketed to a limited group of passengers on an occasional 
basis without seeking financial gain or; 
• Travel services are purchased on the basis of a general agreement on business 
travel.  
The Act pertains to such services as: 
• Transporting passengers 
• Accommodation for non-residential purposes, which is not an integral part of the 
transport of the passengers 
• Renting a motor vehicle 
• Other tourism services which are not an integral part of the transport, 
accommodation or rental services 
Packaged travel pertains to such services as: 
• The services are purchased form a single point of sale and selected before the 
passenger undertakes to pay for them 
• The services are marketed at a total or total price 
• The services are marketed as a “travel package” 
• The services are combined after the trader has made the passenger package (OR) 
• The services are purchased from different traders using interconnected online 
booking procedures 
 
The main takeaway from the New Package Travel Act 2018, is if a company wishes to organize 
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any travel that lasts over 24 hours, has any transport or activities, it will be bound by the new 
law. For example: 
“If a tourism service such as a ticket to an event is connected to another travel service, such as 
accommodation, the combination constitutes a travel package or assisted travel arrangement 
only if the travel services included in the combination represent a major part (at least 25%) of 
the combination’s value or are otherwise an essential part of the combination or have been 
marketed as such. As in current practice, trips with a duration of less than 24 hours that do not 
include accommodation remain beyond the scope of the Act, as do travel service combinations 
marketed to specific groups occasionally and without seeking financial gain. Neither will the 
new Act cover travel services purchased under a general agreement concerning business 
travel.” (KKV 2018). 
Due to these legal changes in the Act, the planning for the wellness tourism trip had to abide 
by the new Act, as there would be travel, accommodation and activities throughout the trip. As 
a result of this, Geneesi would have to provide a security deposit for the entire amount of the 
trip as well as register as a travel operator. According to the Finnish Competition and Consumer 
Authority, a company offering any travel packages that collect advance payments must register 
in their travel agency register and provide a security for its operations, which will reimburse 
the payments made by customers before the start of the trip in the event of bankruptcy (KKV 
2018).  
Due to the financial implications of providing a security and registering operations, it was 
decided that Geneesi would purchase the travel, accommodation and transport services from a 
local travel agent. Even though the trip would take place in Portugal, as the company is 
registered in Finland, and its customers are starting their trip from Finland, the Act would 
pertain to Geneesi’s wellness tourism trip.  
 
4. Service Design Tools and Methods 
Service design tools and methods are a way for companies and designers to understand their 
customers better, get a visual representation about certain processes and find critical pinpoints 
where creation, innovation and solutions can be found. As Stickdorn, Schneider and co-authors 
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(2011, 146-149) describe, service design tools are meant to be used as a toolbox, not a manual, 
therefore each different tool or method is to be evaluated for each separate case. 
4.1. Frame of Reference 
The goal of a successful brief begins with a defined frame of reference, where the thesis author 
and the commissioner grasp the overall approach to the thesis and work process. According to 
According to Tuulaniemi (2011, 126-131), the commissioner determines the design needs, 
goals and necessary resources for a work commission.  
 
 
Figure 12. Frame of reference. 
 
The overall aim and scope are defined and visualized in the frame of reference in Figure 12. 
The main aim of the entire thesis is shown in purple at the center of the frame of reference and 
that is to plan and organize a successful wellness tourism trip. The large blue circles focus on 
the main activities the author of the thesis has to focus on throughout the entire thesis process. 
These include being able to adapt to change along the way, understand wellness tourism as a 
megatrend, gain customer insight and their needs and use service design methods to create the 
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desired outcome. The smaller yellow circles between the blue and purple visualizes the 
connected work that happens between the commissioner and the author of the thesis. This 
includes participating in planning meetings, marketing the trip, planning the trip with the 
author, giving enough resources to gain enough knowledge as well as benchmarking 
competitors.  
4.2. Stakeholders 
Stakeholder maps allow for a visualization of all parties connected to the project and possibly 
their connection to each other (Stickdorn et. al. 2018). Visualizing one’s stakeholders is 
important to be able to understand all the players that are involved in the business sector. 
Having a stakeholder map also allows to understand the different relationships between the 
different stakeholders and how much resources are necessary to sustain these networks.  
 
 
Figure 13. Stakeholder Map. 
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The internal stakeholders are in purple and yellow can be seen from Figure 13. According at 
Stickdorn et. al. (2018, 60-61), the internal stakeholders are typically members of the 
organization, employees and connected stakeholders. The external stakeholders are those who 
are not necessarily connected to the company, but offer possible services or restrictions on the 
company. The stakeholder map includes employees, companies and activities that need to work 
together to create a smooth outcome for the thesis.  
The commissioner is listed at the center of the stakeholder map, that being Geneesi and in 
conjunction to that their official company Gartano Oy. Included in the internal stakeholders are 
the yellow circles. This includes the employees of Geneesi and Kooders who work together 
within Gartano Oy. The staff includes the therapists who are going to be at the wellness trip, 
as well as those who will participate in the expedition trip to Evora in October. The internal 
stakeholders also include the writer of the thesis, as she is responsible for all the different 
elements working together as well as the cooperation company Kokowah from Portugal. 
Kokowah is considered an internal stakeholder, as they will be responsible for producing 
certain activities and services for the customers during the wellness trip in Evora. The 
customers of the trip are essential internal stakeholders, as there would not be a trip without 
them. The ability to reach the customers is vital, and therefore the marketing video for the trip 
is essential.  
The external stakeholders include the airline, Finnair, which the trip will travel with, the 
Finnish travel laws that dictate how companies can package tourism travel and the local travel 
agent, Matka Agentit, the Geneesi will purchase the packaged travel from. The packaged travel 
will include the accommodation in Portugal, the flights from Joensuu – Helsinki – Lisbon and 
other transportation services such as the airport transfer from Lisbon to Evora. Connected to 
these stakeholders, necessary factors in the trip include staff vacations, the ability to host the 
website where customers can find information and book the trip from, as well as all the IT 
systems required to host the internet traffic. The overall experience of seeing, purchasing and 
going on the wellness trip have to be taken into consideration when planning the overall trip. 
Understanding what billing options customers want, where the customers see the ads for the 
trip (including social media, company website and physically at yoga classes) need to be 
planned based on the customer and company needs.  
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4.3. Cooperation with Travel Agent 
Due to the facts of the New Package Travel Act 2018, it became financially impossible for 
Geneesi to pay for the security deposit and registering operations, therefore the team decided 
to cooperate with a local tour operator Matka Agentit. Doing the research on competitive 
companies (found in Chapter 6), the use of a travel agent is common and allows for the 
company organizing the trip to have a larger company “behind” them for the trip logistics. 
Matka Agentit was chosen as the cooperation partner as they have offices in Joensuu, and was 
considered a trustworthy cooperation partner by Geneesi.  
Booking a group trip required a minimum of ten persons to purchase the trip, this including the 
thesis author and one therapist who would attend the wellness trip. By having a group booking, 
it would allow for certain changes, such as a name change up to three weeks before the trip, 
but also created deadlines to finalizing patriation amount. Per group booking rules, Matka 
Agentit were able to reserve flights and accommodation for the trip and would be fully 
refundable up to 60 days before the trip. This would mean if the planned trip would be April 
23rd to 28th, 2020, the possibility to cancel the trip would have to be done by February 23rd, 
2020. This allowed Geneesi to feel more at ease with organizing such a trip, as there would not 
be any financial ramifications if the trip would have to be canceled, as long as it was done by 
the deadline. Other benefits of booking through a travel agent included being able to change a 
passenger’s name up to three weeks before the flight. This could allow changes for customers 
if certain changes would happen, the customer could find someone to replace themselves and 
not have to lose the trip payment.  
When comparing the prices from the travel agent to open ticket prices (without cancelation or 
change possibilities) the price of the tickets from Matka Agentit came out to be around 5% 
more expensive. This price difference was considered to be worth the price and 12 tickets were 
reserved through Matka Agentit in October, 2019. The flights would be Finnair flights from 
Joensuu – Helsinki – Lisbon. With possible transportation options available within Portugal 
through the travel agent as well.  
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4.4. SWOT 
A SWOT –analysis is an acronym used in business planning consisting of four different parts; 
strengths, weaknesses, opportunities and threats. The purpose of a SWOT -analysis is to 
analyze possible business decision before they are made to know if a certain initiative is worth 
the risk and reward. It is good to see potential downfalls and crossroads before the happen, and 
therefore allow the company to plan for possible problems. It also allows for the company to 
view the benefits of the potential new service and weigh them against the negative (Schooley 
2019). The visualized SWOT -analysis for the wellness tourism trip can be seen from Figure 
14. 
 
Figure 14. SWOT analysis for wellness tourism trip 
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The strengths include having a good reputation and repertoire with their existing customers, 
this allowing the company to market directly to potential customers through their yoga classes, 
newsletter and social media. Because the company already operates in the therapy sector, they 
have the benefit of being in the wellness sector already. Creating a new wellness service 
customer can be certain to get professional help from separates them from other competitors 
solely in the yoga or tourism sector. The company’s location is in the city center of Joensuu, 
which allows new customers to find them easily and makes visiting their yoga classes easy for 
new customers. The price of the overall wellness tourism trip is in line with other tourism 
operators, and the added benefit of the entire program and therapists during the trip add more 
value to the trip.  
The weaknesses can include the marketing not reaching the desired audience. As most of the 
current clientele comes from Kela supported treatments, the option to purchase a wellness trip 
can be expensive for some main customers. Therefore, actions need to be made to attract 
customers who are similar to Geneesi’s current clientele, but have the possibility to participate 
in a trip like this. Another weakness can be the possibility that the trip planning does not include 
everything customers would want out of a wellness trip. Because the location will be in Evora, 
Portugal, there is no ocean next to it. When customer travel to the south of Europe, many may 
want to have the ocean beach resorts, large shopping centers and excess amenities at one’s 
disposal. To tackle these weaknesses, the marketing of the trip has to be transparent and visible 
to the customer.  
The opportunities for the wellness trip include a new type of wellness trip for the customer. As 
licensed therapists will be available during the trip, having wellness discussions and having the 
activities based on one’s entire wellbeing, the added benefit is clear compared to other 
packaged trips and one’s entire wellbeing is being taken care of. Having the possibility to affect 
the content of the trip is a great opportunity, as customers will be a part of the entire planning 
process and their input will be taken into consideration when creating the entire trip. This 
allows for customers to feel their needs and opinions are taken care of. There is also a good 
opportunity for Geneesi to attract new customers to their basic services and products as people 
who are interested in this type of a wellness trip could possibly be interested in their other 
services and products.  
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The greatest threats to the trip are other larger companies who have organized similar style 
trips in the past. As competitors have an existing brand and travel operation, there is a 
possibility the customers will choose an existing tour operator instead. Even though nature of 
this wellness trip is different, there is a threat that customers will still be interested in ready 
packaged options. The price of the trip can be comparatively more expensive than other mass-
produced trips, which can give pause to customers. This is something that has to be clearly 
stated in the marketing, as the price includes all the transport, accommodation, activities and 
certain dinners, whereas competitors typically have a base price and all other services are added 
costs. If this information is not clearly stated to the customer, the price can seem more 
expensive than it actually is.  
4.5. Customer Profiles 
The customer is always at the center of service design. Knowing who one’s customer is, is the 
most important aspect of a company’s service design process. The customer profile is essential 
to any service design process, as it allows to visualize the motives, needs and life of the target 
audience (Tuulaniemi 2011, 154). The customer profile is based on different value propositions 
and is an accumulation of research based on actual customers and potential new ones.  
Working with Geneesi, it is clear they have many different customer profiles and groups. For 
the purpose of this commission, the customer profiles were selected to represent the customers 
who participate in the weekly yoga classes. When creating a customer persona, it is essential 
to be specific enough to understand who the customer is, as these are the factors that go into 
creating a specific service for this person. To create the customer persona, knowledge of 
participants from the yoga classes were used, as well as information from the company about 
their user base. The key identifiers used for the personas were: family, work, enjoys, 
difficulties, preferences, aspirations, social media and factors in purchasing decisions. 
Visualizing the customer profiles allows one to associate the work to a real customer group, 
with visualizations of the two main customer profiles found in Figure 15 and 16. 
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Figure 15. Customer Profile Hanna 
 
The first customer is Hanna Karjalainen, who is 45 years old and lives in Eastern Finland in 
the city of Joensuu. The choice to choose a female who is over the age of 40 as the main 
customer segment is to represent the majority of yoga customers at Geneesi. Even though there 
are a variety of ages as well as male customers, the best representation was someone who has 
more life experience and possibility to spend money on herself.  
Hanna’s family consists of a husband and one child, who is 10 years old. The family also has 
two dogs, one smaller and one larger. Hanna lives with her family 10 kilometers from the city 
center, in their own home that has a large yard. This requires upkeep and maintenance 
regardless of the time of year. She and her husband enjoy doing yard work together and 
renovating their house. They also enjoy cross-country skiing together and Hanna attends a 
weekly yoga class on her own and practices yoga at home when she has the chance. The larger 
of the dogs requires more time outside, and this is a strong factor in Hanna’s life, as it allows 
her to go on longer walks or jogs with it. This keeps Hanna’s active lifestyle consistent because 
she is determined to keep the dog active, not just as a house companion. She and her family 
enjoy a healthy lifestyle, and try to maintain an achievable schedule for the family.  
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Hanna works as a health-care worker in the local hospital. She does 3-shift work, ranging from 
morning, evening and night shifts. The work schedules are non-consistent, and are available 
for a maximum of five weeks. She loves her job, as it allows her to take care of others and she 
can see the benefit of doing her job. Her salary is 2500€/month. As her work schedule is 
irregular, it can be extremely difficult to plan ahead or make any long-term decisions, as she is 
not able to plan over 5 weeks in advance. The majority of her salary goes into necessities and 
every-day life. Her aspirations are to retire by 62, to be able to spend more time with family 
and her own wellbeing. She hopes to learn to balance work-life and personal-life better, learn 
to spend more time on herself, not just other and to spend more quality time with her partner.  
Hanna uses technology at work every day, but personally only uses her mobile phone. All 
purchases done online are also done through her cellphone, and if any webpage does not 
support mobile phone purchases, she does not use them. She prefers in-person interactions over 
web-interactions, and for example chooses the check-out with staff instead of self-check-out. 
Hanna will gladly help others when needed, but does not like to ask for help herself. She uses 
Facebook and Instagram. Facebook is used mainly to stay in contact with her relatives and 
family. Is mainly a passive user, but enjoys sharing wellbeing and work-related news articles. 
She occasionally shares personal pictures or activities, but manly shares and likes other 
people’s posts. On Instagram she likes to share pictures of her activities, such as her walks with 
her dogs and pictures of nature. She is inclined to click on ads and occasionally purchases 
products or services found online. The strongest influence in her purchasing decision is her 
family’s opinion, if it is necessary for the family, the price and if someone close to her has 
suggested it. She is more likely to make a purchase if someone close to her has some personal 
experience with a product of service. She always reads the reviews on websites to see what 
others have said about the product/service before purchasing anything online.  
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Figure 16. Customer Profile Heli 
 
The second customer is Heli Suomalainen. She is 31 years old, and also lives in Joensuu, 
Finland. The second customer choice was based on the potential new customer. Even though 
there are some customers who fulfill this profile, it would be beneficial for Geneesi to focus on 
attracting more customers like Heli. As Heli’s income and work-life balance is more concise, 
Heli as a customer would be beneficial for Geneesi, as she is able to stick to set yoga class 
times and have the income to purchase different classes. 
She lives in the city center in a rental apartment with her spouse and they do not own a car. All 
necessities are found in the city center for her, where she is able to either walk, bike or take 
public transport. She does not own any pets, and therefore is able to travel and have a more 
relaxed schedule. She works in an office with a set schedule. Mainly 8.00-16.00, Monday to 
Friday with all weekends and bank holidays off. This allows her to plan her free time and enjoy 
activities which are held during the evenings, weekends or holidays. She enjoys to fill her 
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calendar with different activities and new experiences. She has a monthly income of 3.000€, 
which allows her to participate in various activities. 
Heli enjoys routines and loves having a normal working schedule, as it allows her to plan 
holidays and free time with friends. She spends time outside jogging, traveling and hiking. She 
participates in different yoga classes, as she likes to have variety in her hobbies, even though 
the hobby is the same. She aspires to add more wellness to her life, lessen her cellphone usage 
and balance her free time. She dreams of owning her own home, getting married and eventually 
having children. She aspires to live a healthy lifestyle and have a healthy work-life balance.  
Because Heli does not own a car, it makes certain purchases or travel difficult. She has to rely 
on public transportation for further travel and any larger items purchased, for example a couch, 
she has to have the option of home delivery. As such, she uses mobile apps daily, in which she 
is able to purchase products and have them delivered home, for example restaurant orders or 
online shopping. Due to her cell phone usage, she has difficulties sleeping, as she spends most 
of her evenings on her cellphone or computer. Her social media use is mainly Instagram and 
Facebook. She uses Instagram more, and is more active on that platform, whereas Facebook is 
used to connect to extended family and friends. Heli posts daily on Instagram stories, shares 
her life with her friends and is active in commenting and liking her friend’s posts. 
Heli’s purchasing habits are based on feelings and emotions. She does not think long before 
purchasing cheaper items, for example seeing an advertisement online for new yoga leggings. 
She focuses on her spouse’s opinion the most, especially when purchasing more expensive 
items, but does base her purchasing decision on social media influence as well. She follows 
certain online influencers, celebrities and friends online and will purchase similar items if they 
are promoted by them.  
4.6. Customer Journey 
According to Stickdorn et. al. (2018, 40) a customer journey map allows for a visual 
representation of a customer’s emotional journey over time. A customer journey maps main 
purpose is to find possible touchpoints to figure out what is essential to the customer. 
According to Tuulaniemi (2011, 79), the customer journey consists of pre-service, during 
service and post-service touchpoints. From Figure 17, the customer journey of booking the 
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wellness trip from Geneesi is visualized, with the emotional attentions of the customer taken 
into consideration. The Awareness and Consideration, Intent portion is the pre-service, the 
Attendance and Engagement is the during service and the Loyalty portion is the post-service.  
 
 
Figure 17. Customer Journey of booking wellness trip. 
 
During the pre-service phase, the awareness of the service has to be noticed, in this case the 
customer attends one of Geneesi’s yoga classes. She hears about the wellness trip there, but 
does not pay much attention to it. At home, she sees a Facebook ad for it, where she sees the 
marketing video vlog. After viewing this information, she still considers her options, as she 
finds out if she is able to get vacation from work for these dates, asks other customers in the 
yoga class if they will be attending and thinks if the price is worth the benefit of the trip. She 
finally intently factors in the benefits of attend the trip, those being gaining more wellness in 
her life, practicing mindfulness and mainly hoping to get better at yoga.  As she enters the 
service phase, she attends the wellness trip. Here she is happy the entire trip is planned out for 
her, as the trip begins in Joensuu and all the participants are able to travel together. She is 
engaged with the other attendees, as they have similar like-minded intents as she does. She 
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shares pictures and videos during her trip, as she wants to share her experiences with her friends 
and family on social media. Finally, after the service, she is a loyal customer, as she suggests 
the yoga classes and future wellness trips to others. She as well continues to attend the yoga 
classes and plans to attend future wellness related retreats and trips offered by Geneesi.  
4.7. Service Blueprint 
A service blueprint is a way to visually represent a specific service, with each individual actor 
and action shown (Stickdorn et. al. 2018, 204-205). Having a visual representation of events 
allows the designer to see where certain elements in a service lifespan overlap, need extra 
attention and where possible pitfalls can happen.  
According to Stickdorn et. al. (2018, 54-55), the frontstage of the service blueprint refers to the 
section of the service what the customer interacts with and the backstage the process in which 
certain actions needs to happen for the service to be accomplished. In Figure 18, the visualized 
service blueprint for a customer finding and booking the wellness tourism trip is visualized. 
The frontstage actions of the customers and the company portions are in yellow and the 
backstage actions of the customer and the company are in purple.  
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Figure 18. Service Blueprint: Finding and booking wellness trip 
 
The main actions of the customer during the service is finding and coming across the ad for the 
wellness tourism trip on her Facebook feed while she is scrolling. She finds the add appealing 
and clicks on the ad link and is taken to the webpages of Geneesi. Here, the trip information is 
clear, with all the necessary information available for her. Concurrently, the webpage is able 
to detect the linking between Facebook, the add and the webpage and use that data to analyze 
the popularity of their ad campaign. The linking between the ad and the website also has to be 
up to date and take the customer to the correct landing page. On the website, the information 
about the trip is clear and enticing and the customer fills out the registration form. The customer 
is able to fill out all her information on her mobile and her autofill is able to fill out the majority 
of the registration form for her. She instantly receives a confirmation email about the trip, the 
billing options and the outline for the trip. After receiving the confirmation email and paying 
the registration fee, she receives a personal email from one of the therapists from Geneesi 
discussing her personal needs and wants for the trip. There are other links where she is able to 
get personal details, trip outlines and suggestions for activities as well as all the contact 
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information for the facilitators of the trip information about a premeeting with all the other 
attendees before the trip. This makes her feel she has been taken into consideration, feels the 
information is personalized and is excited to attend the trip. Finally, she attends the premeeting, 
where she is able to meet other like-minded customers and get to know the therapists and 
facilitators of the trip beforehand. This allows for final comments about the trip before 
everyone leaves together, gain team building and trust before the trip and gain extra information 
about the trip not possibly informed beforehand. The overall experience of finding, booking 
and planning to attend the wellness trip gives the customer a good feeling and excitement about 
attending the trip.  
4.8. Business Model Canvas 
According to Osterwalder, Pigmeur and Yves (2010), the Business Model Canvas is a business 
planning tool, which helps companies to create value to the company using a visualization tool. 
The Business Model Canvas consists of nine sections; customer segments, value proposition, 
customer relationship, channels, revenue streams, key activities, key partners, key resources, 
cost structure. The canvas’ goal is to visualize a business operation, in which the company can 
see the relationship between different sections of the company. There are multiple different 
methods of filling out the Business Model Canvas, each one with a different focal point. In 
service design, the order is typically filled out right to left, whereas in other business planning, 
the boxes are filled out left to right. In Figure 19, the Business Model Canvas for Geneesi’s 
wellness tourism trip is visualized.  
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Figure 19. Business Model Canvas for Geneesi’s Wellness Trip 
 
The customer segments for Geneesi’s wellness trip include their yoga class participants, their 
day-to-day therapy customers, friends of existing customers and social media followers. For 
the sake of the wellness trip, the main customer segment utilized in the planning of the trip 
were existing yoga participants, that were outlined in more detail in Chapter 4.5. Customer 
Profiles of this thesis.  
The value proposition to attend the trip is for customers to be able to travel to Portugal and 
practice yoga in a serene and relaxing environment. This adds wellness to customers lives, 
where the customers will be able to relax and add overall wellbeing to their hectic lives when 
they return home. Being able to go on a fully planned wellness trip, where one does not have 
to think about any of the activities or schedule is a main value for customers.  
The main customer relationship is having face-to-face interviews, group ideations and feedback 
directly from the customer. The main relationship is face-to-face, as most of the customers are 
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already yoga class participants, wish to influence the content of the trip through group ideation 
and interviews. The customers also have a direct connection with the staff of Geneesi.   
The channels used to describe the value proposition to the customers are through social media, 
such as Facebook and Instagram, direct e-mail with Geneesi’s newsletter and directly from 
their own website. These channels all link to the website where the booking of the trip is 
possible. 
The individual paying customer is the most likely customer revenue stream for the wellness 
trip, as they have the money, motivation and time to participate in the trip. Even though the 
main revenue stream of Geneesi as a whole come from Kela-funded therapy, these customers 
are potential customers of the wellness trip, but might have more financial obstacles in possibly 
being able to afford the trip. Revenue for Geneesi also comes from the yoga classes and 
wellness lectures the staff of Geneesi host. These are potential customers for the wellness trip 
as well, as these are places the staff of Geneesi is able to market the wellness trip to. 
The key activities are directly marketing to the customers. This included the customers of the 
yoga classes, lectures and social media. The individual and group interviews with the customers 
are essential as well, as these are activities in which the customers feel they are a part of the 
overall design of the trip. The main key activities included planning the wellness trip. 
The key partners for the wellness trip are the writer of this thesis, the travel agent and the local 
company in Evora, Portugal. The writer of this thesis is responsible for helping with the 
planning and organizing of the trip. The local travel agent helps in organizing the transport, 
accommodation and other travel related issues. And finally, the local cooperation company 
Kokowah in Evora, Portugal helped with local knowledge, activities and other contacts in 
Portugal. 
The key resources are the staff of Geneesi and Kooders, who will upkeep the booking website 
and social media marketing as well as be the therapists during the trip. Being able to pay the 
facility rent, to be able to keep yoga classes going, marketing the trip as well as server upkeep 
for the website and booking page. This also requires the payment methods to be up to date and 
relevant to the way customers wish to pay for the trip, i.e. direct payment from online banking, 
partial payments or credit card payments.  
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The final section of the Business Model Canvas is the cost structure. The time used for planning 
and organizing the trip, this includes the staff salaries of the persons involved in Geneesi and 
Kooders, as well as the salary for the excursion trip to Evora Portugal. The planning of the trip 
for the author of the thesis is free, and is a huge benefit to the company. When participating in 
the wellness trip, the cost of time away from normal work is also a cost factor. Even though 
customers pay for the wellness trip, this is easily a week away from normal work for the therapy 
sessions.  
 
5. Customer Input 
Before any official plans for the trip were made, it was essential to gain group insights into the 
needs and wishes of the customers. The main reason to include customers in the design process, 
according to Tuulaniemi (2011, 117), is to promote the planning of the service, add knowledge 
flow and overall understanding of added value for the end customer.  On September 30th, 2019, 
three yoga customers participated in a small group ideation about the upcoming yoga trip to 
Portugal. The goal of the group ideation was to get group feedback about the planning so far, 
as well as influence the trip planning in a user-friendly manner. The group ideation took part 
after a yoga class, to influence the customers to be in a relaxed mindset, and to imagine what 
doing the class in Portugal would be to imagine a yoga trip set in Portugal.  
5.1. Group Ideation 
When trying to understand the needs of the customers, not only does one need to know their 
basic needs, but the underlining reason why is also essential in service design. Using group 
ideation is a great way to understand the ‘why’ of customers, as it allows them to discuss the 
questions asked of the interviewee, but also realize through others opinions that might not have 
crossed the customers’ mind. This allows for the customers themselves to discuss the different 
options and possibilities in a neutral context. According to Stickdorn, et. al. (2018, 122-123) 
group ideation, or focus groups are a great way to gain qualitative interview research from the 
customers, as it allows them to give their ideas, insight and opinions on any given topic.  
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The group ideation took half an hour, where every user was able to share their ideas and 
comment on the planned trip. The discussion began by outlining the duration of the trip, being 
anywhere from 5-7 days. The group as a whole discussed the benefits of the trip being 6 days, 
to allow two days for travel, as the travel would begin from Joensuu. This would allow for four 
days of activities in Portugal. The customers highlighted the importance of the time at the end 
destination, that due to the travel distance from Joensuu to Helsinki, this would add travel time 
to both ends of the trip. Because the overall purpose of the trip is wellbeing and learning to 
relax, the idea to have enough time for travel was considered essential. The group also 
highlighted the importance of traveling together, that the trip would include the price of travel 
from Joensuu, and did not want an option to have a cheaper trip if it started in Helsinki and 
required the customers to travel independently there. They saw the added value in having a full 
trip together. The time for the trip was presented as April 23rd - April 28th. The trip would be 
from Thursday to Tuesday. The idea that part of the trip would be over the weekend was 
considered a benefit. The maximum number of participants for the trip would be 12 persons 
including two staff members. One would be a therapist/yoga instructor and the second would 
be the thesis author, working as the team leader who would be in charge of all arrangements 
and plans.  
The accommodation options were discussed. There was a possibility for hotel, tent or cheaper 
accommodation options. This is where opinions differed the most from the customers. Each 
participant was willing to pay a different price for different accommodation options. One was 
highly interested in having a hotel room, where they did not have to share any space with others 
and was willing to pay extra to have a single room. The reason for this was that they wished to 
have some pure alone time and to relax on their own terms at the end of the day. Another 
customer wanted the tent option, to have the possibility to pay as little as possible, and 
experience a different accommodation option than typically available on such trips. Even 
though the tents would possibly host six individuals, the customer indicated they would enjoy 
such an experience. The third and final customer opinion was any form of “normal” 
accommodation, but with shared rooms, to lower overall costs of the trip. The group then 
discussed the different benefits of having an individual room, rooms with two participants and 
larger rooms with shared accommodation. They also discussed the added experience value of 
sharing a room with others, as this would allow further daily discussions with participants, but 
the end result was that there was no one-size-fits-all model for accommodation. Most 
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customers would want the minimum option of choosing either a single or double room. The 
common factor for all participants was that an indoor toilet and shower would have to be a 
must have. There was no interest in outdoor toilet possibilities and all modern equipment 
should be found. Even in the tent accommodation, the intrigue in choosing that option was 
because the tent accommodation had real beds inside the tent. No one wanted to sleep in 
sleeping bags and on the ground.  
The price of the overall trip was discussed. The price was informed to be roughly 1.000€ (+/- 
200€). The price would include all travel (Joensuu - Helsinki - Lisbon - Evora and back), 
accommodation, breakfast, yoga and wellness classes. The price of the trip could be paid in 
full or in smaller increments. The possibility to pay the trip in smaller instalments was a benefit 
for each customer and the idea that all the promoted activities would be included in the price. 
The fact of having a licensed therapist to host the wellbeing talks and yoga classes was 
considered a large added benefit to the trip.  
The goal of the trip was also discussed, where the visits to the local cooperation partner’s farm 
was introduced. The possibility to hang out with animals and partake in yoga outside under the 
olive trees was considered extremely relaxing and unique. The possibility to purchase 
additional services, such as horseback riding, weaving, picking one's own vegetables and 
aromatherapy was considered to be a nice added bonus. One of the participants voiced her 
concern of being alone, and not wanting to go on a trip and be completely by herself, and she 
wished for enough activities to fill her days. She wanted the most out of her money and time, 
as she would be participating on this trip without her family or spouse. This opened the 
discussion of how much of the time had to be preplanned and how much time should be left 
open for the customers to choose themselves. It was not considered essential to have all the 
activities planned, but allow for enough free time so that each individual customer could choose 
what to do with their time. The other two participants voiced their opinion on wanting free time 
and to allow the customer to have free will on what they do with their money and extra time. 
All the yoga and wellness classes should be included in the trip, but everything else would be 
an added cost for the customer. During the marketing of the trip, it should be clear what is 
included in the price and what is not.  
The yoga and wellness classes were the final topic discussed and it was agreed upon that these 
topics should be the main focus of the trip. Having yoga in the morning and evening was 
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essential. Having group wellness discussions were considered beneficial, as it would allow for 
all participants to learn from each other and get a different perspective on the same topic. The 
possibility to ban cellphones during the day and yoga sessions was considered an interesting 
option. The possibility to detox from technology was discussed as an important wellness issue 
for the future and learning how to live life without an excess of technology was intriguing.  
The group ideation ended with a clearer understanding of what the customers would want out 
of the trip and what things were important and essential for a successful wellness trip. This 
information was essential to have before the exploration trip, as this information was used 
during the exploration trip to see and plan what options there would be for this customer group. 
The benefits of hosting a group ideation session is to gage actual customers in their needs and 
evaluate the issues which are essential and what are not. The main take-away from this group 
ideation is that most of the time should be planned, include all yoga and wellness discussions 
included in the price and have the trip start together from Joensuu.  
5.2. Interview with Customer 1 
The first individual interview was conducted on 4.9.2019. The interviewee was a 50-year-old 
female. The customer was not part of the previous group interview, as new insight was the goal 
of the in-depth interview. In-depth interviews, according to Stickdorn et.al. (2018, 122-123), 
are a great way to gain qualitative data to understand different perspectives on any given 
subject.  
Notes were taken by the interviewee during the interviewer and the overall trip and plan were 
openly discussed without any direct questions. The format of the first interview was very 
relaxed, with the interviewer mainly listening to the customer and their needs, and if considered 
necessary asked additional questions. The interviewer allowed the customer to explain her own 
wishes for a wellness trip, including the number of yoga classes per day, the price of the trip 
and the added benefit of having a psychotherapist participate in the trip. 
The main outcomes of the interview were understanding the customer profile and their needs. 
This included the need for a hotel accommodation option, as she wished for a more relaxed 
atmosphere and did not wish to sleep in a tent. Certain services needed to be included in the 
price, including breakfast, all transportation, all yoga classes, individual wellness check-ups 
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with the psychotherapist as well as other possible activities. Other activities and food purchased 
in one’s free time was considered acceptable and a hope for some free time during the trip. The 
location of the wellness trip was considered adequate, but the interviewee was disappointed in 
finding out the location is not by the seaside. The need for a pool or other water activities was 
highlighted as essential, since the location was not close to the ocean. The price of around 
1200€ for the trip was considered acceptable, if the price included the above-mentioned 
content.  
During the interview, examples of other competitors’ trips were shown, and the main critique 
of them was the mass-tourist angle of them. The benefit of a doing a smaller group trip together 
was considered a benefit, as it allowed for a more personal approach to the trip. Also, the 
knowledge of exactly what is included in the price is essential, as some bigger companies have 
starting at prices, which can cause frustration when booking a trip. The overall plan for the 
wellness trip was considered interesting and the customer looked forward to seeing the 
finalized trip outline with travel dates.  
 
6. Researching Competitors 
When researching or benchmarking competitors, the purpose of this is to learn what is already 
on the market, what portions of the service can be improved upon as well as evaluate the 
different strategies for offering different services (Tuulaniemi 2011, 138-139).  The benefit of 
researching competitors can also be to see what customers already like, what they expect out 
of a service as well as understand the market.  
There was no possibility to benchmark an existing competitor’s wellness trip, as most wellness 
trips on the market was too close to the date of Geneesi’s wellness trip in the spring of 2020. 
Also, work schedules for the thesis author as well Geneesi staff did not allow for free time to 
participate in a week-long benchmarking trip. Both the thesis author and staff of Geneesi had 
participated in packaged trips in previous years, which were used as personal experience for 
the trip planning, but no one had participated in a packaged trip that was mainly directed as a 
wellness or yoga trip.  
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To understand what options customers already had, the research focused on online marketing 
for similar trips; with keywords including yoga, wellness, Pilates, and wellbeing. All of these 
trips were a minimum of five days, with an average of seven days. The trip included flights 
from Helsinki to the destination and back as well as accommodation at the destination. The 
larger competitors were mainly existing tour operators, such as Tjäreborg (2019 & 2020) and 
Aurinkomatkat (2019). On a smaller scale, existing yoga and wellness tours were available 
from a local company Kuntokikka (2019) as well as from prolific yoga instructors such as Meri 
Mort (2019) and Kylli Kukk (Joogakoulu Shanti, 2019).  
The main takeaway from researching the competitors, especially the smaller companies, was 
that each competitor used an existing travel operator as the tour operator. For Meri Mort, she 
used Kon-Tiki Tours (2019). Kylli Kukk used different tour operators depending on the trip, 
for example her yoga trip to Nepal used Mandala Travel, her trip to Bali used OK-Matkat and 
her trip to Gambia used Tjäreborg (2019). Finally, Kuntokikka used Apollomatkat as their tour 
operator. This indicated to the planning team that it is possible to work with a tour operator to 
take the responsibility to abide by the Finnish tour packaging law.  
Table 3. Comparison of price and location of competitors 
Company Location Price (starting at) Additional fees 
Kuntokikka Hania, Greece 1 072 € Single room 
Kylli Kukk Pärnu, Estonia 1 000 € Single room, massages, spa, 
different hotel 
Aurinkomatkat Crete, Greece 1 165 € Single room, different hotel 
Meri Mort Greece 1 430 € Single room 
Tjäreborg Tenerife, Spain 
Lefkas, Greece 
Madeira, 
Portugal 
1 049 € 
1 120 € 
1 042 € 
Single room, different hotel 
 
From Table 3, one can see the different starting at prices from competitors. The pricing for 
Kuntokikka’s trip to Hania was 1072€, Kylli Kukk’s trip to Pärnu ranged from 1000-1400€, 
depending on the hotel option, and Meri Mort’s trip to Greece was 1430€. The pricing for the 
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larger companies were for Tjäreborg’s trip to Tenerife, Greece and Madeira, with starting out 
prices ranging from 1045-1120€. Aurinkomatka’s trip to Create had a starting out price of 
1165€. All the competitors had additional fees, such as individual room fees, as all the prices 
were for a shared 2-person hotel room. Other additional fees consisted of all-inclusive 
packages, different room options, additional meal options as well as additional activities during 
the trip.  
 
 
Image 2. Ad for Kuntokikka’s yoga trip to Crete 
 
From Image 2, one can see an ad from a competitor’s yoga trip. Additional advertisements and 
webpage screenshots of the trip outlines can be found in the Appendices. Researching the 
competition allowed for a comparison of what customers already are willing to buy, what kind 
on content they might be interested in and what price customers would be willing to pay. By 
48 
 
researching the competition, it allowed the planners to have insight into what they would ask 
the customers, what things to look for when visiting Evora, Portugal and what activities and 
content would entice customers to choose Geneesi’s Wellness Tourism Trip.  
 
7. Exploration Trip 
Cooperation with Kokowah began earlier in the year 2019, with online communication about 
the organization of a wellness trip together. Kokowah and Geneesi had mutual contacts which 
connected the two, and both parties had very similar outlooks on wellness and tourism. In the 
summer of 2019, the founders of Kokowah visited Finland and the entire team was able to meet 
and plan the exploration trip together. Exploring a destination or cooperation partner is a key 
part of service design, as it allows the designer to view for oneself what the experience could 
be like for the customer. Having first-hand knowledge of a service or experience allows one to 
plan and organize a more coherent and systematic trip for the end user. Exploring the location 
personally allowed the trip planners to spot small problems one would not be able to do before 
exploring the place.  
To gain more knowledge about Portugal and Evora, a small team decided to visit Evora, 
Portugal and the cooperation organization Kokowah and their founders. The team traveling to 
Portugal consisted of the author of this thesis, the CEO of Gartano Ltd. and two 
psychotherapists from Geneesi. The goal for the exploration trip was to become familiar with 
Kokowah, their services, what Evora had to offer as well as what additional activities there 
would be to offer the customers. The exploration trip lasted a total of four days, from Saturday 
October 5th, 2019 to Tuesday October 8th, 2019. The benefit of doing an exploration trip allows 
for the trip planners to see what issues could arise with a larger group, what things to look out 
for and if there are any specific things that should be done differently when traveling with a 
larger group instead of individually. Image 3 shows a scouting site to practice yoga at near the 
city of Evora.  
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Image 3. Scouting yoga site near Evora 
7.1. Day 1 
The exploration trip started as the planning team gathered together at Helsinki Airport. The 
first issue was realizing how people check-in, and if they are not used to it, it can be quite 
difficult to understand. With a small group, check-in should be done together where there is 
someone explaining and guiding the participant at the self-check-in machines. If someone has 
not used these machines before, it can be quite difficult to get one’s boarding pass. However, 
if the trip were to start from Joensuu, there is no self-check-in machines, and there would not 
be this issue, as airport staff would check each individual. Going through security could also 
cause individuals who have not traveled some difficulties. Allowing enough time for check-in 
and security with the group would be essential.  
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Image 4. Geneesi’s psychotherapist & rental car 
 
Upon arrival in Lisbon, rending a car was decided to be the smartest option, as this would allow 
the entire group to travel freely and see as much as possible, without having to rely on public 
transport. The drive from Lisbon to Evora lasted about an hour and a half to two hours. Image 
4 shows Geneesi’s psychotherapist and the rental car. The accommodation was at Hotel Quinta 
dos Bastos (2019), which was a few kilometers from the Kokowah farm and can be seen in 
Image 5. The hotel and farm are located roughly 5.5 km from the city center of Evora. The idea 
to stay at the hotel near the farm was to allow participants a short distance between the farm 
and accommodation, as most of the yoga classes were planned to take place at the farm. Once 
at the hotel, it was noticed it was closer to a three-star hotel in Finland, with different types of 
rooms. The main building had traditional hotel rooms on the first and second floor. In addition 
to the main building, there were separate buildings on the property which housed larger spaces, 
each having a living room, bedroom and bathroom. These buildings all had small porches in 
front of their doors. Image 5 showcases the second building. Behind the main building there 
was also the hotel pool and bar, which mainly was open during the high season. The room 
options were a nice possibility to plan how individuals would like to be situated, for example 
the traditional hotel rooms would work great for customers who wished to have single 
individual rooms, whereas the separate building rooms would work better for customers in 
shared accommodation, as the living room would allow for more space to be shared.  
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Image 5. Hotel Quinta dos Bastos 
 
Once the team got settled, Kokowah’s team came to the hotel to greet the Finnish team. 
Kokowah had organized a short driving trip around their neighborhood and showed what 
restaurants were near the farm and hotel. The small rural area was very relaxing and quiet, and 
would allow for a peaceful wellness trip. The restaurant options were limited, but within a short 
distance from the hotel. After having dinner with Kokowah, the team decided to head back to 
the hotel and relax the rest of the evening by the pool and discuss certain logistics and plans 
for the official trip. 
7.2. Day 2 
The second day began with morning yoga, seen in Image 6, outdoors next to the hotel, where 
a rustic building ruin was still on the hotel property. This picturesque location created the 
perfect backdrop for marketing images and video. The benefit of exploration in the exact 
location helps with marketing material as well, as you can showcase a true visual representation 
of what is to be expected, instead of pure text. The marketing video would also showcase the 
region as it is.  
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Image 6. Practicing yoga at hotel 
 
After breakfast the group went to visit a historical megalithic site, the Almendres Cromlech. 
An image of the megalithic can be seen in Image 7. The ancient megalithic site has different 
rock formations throughout the area, with over 90 granite stones arranged in two side by side 
circles. The Almendres Cromlech Megalithic is described as the most important stone circles 
in Portugal, and some speculate the megalithic to be one of the oldest megalithic in Europe 
(Ancient Origins 2013-2020).  
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Image 7. Megalithic near Evora 
 
The megalithic site was proposed for one of the morning wellness/yoga sessions. Visiting the 
site confirmed that this historic site is worth visiting with the group and sensing the natural 
energy of the location would allow for individual experiences with calmness. Near the 
megalithic there was a tourist gift shop that had indoor toilets, local design and most of the 
products in the shop were created with cork from the local trees. When traveling with a group, 
having indoor toilets is essential and needs to be planned ahead of time, as accommodating this 
many people can be difficult.   
The rest of the day was spent at Kokowah farm, where the team was able to see the farm. The 
lunch was organized by Kokowah, where most of the raw ingredients were locally provided. 
The farm itself was not completely finished, and most of the activities, such as the fresh produce 
picking and the location for the outdoor yoga had to be imagined. The owners had just 
purchased the location and were in the process of renovating the farm to accommodate tourists. 
Even though it was not yet ready, it was easy to imagine what the location would look like and 
what there was to offer the customers in the spring. Kokowah had also arranged for a neighbor 
associate to come to the farm and bring his farm animals with him. The gentleman brought a 
horse and two goats. The purpose for bringing the animals to the farm was to see if having farm 
animals would bring any added value to the experience of spending time at the farm. The goats 
were interesting in the fact that they followed the people at the farm and acted more like dogs 
than typical farm animals. The presence of the animals created a more authentic experience 
and having them interact with the customers would definitely add value to the trip.  
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The end of the day was spent back at the hotel discussing the possibilities for the farm and 
visiting the megalithic site. At the end of each day, the team ended by each telling what they 
were happy about or thankful for from the passing day. This group discussion allowed for each 
one to reflect on the days passing and what had made them happy or thankful. The team decided 
this would be a nice group activity to do during the spring trip, as this would make the 
participants reflect on the past day and hopefully include this type of mindfulness to their 
everyday lives.  
7.3. Day 3  
The final full day was spent in the city of Evora. Having a full day in the city was beneficial, 
as the team was able to see what other tourist attractions, restaurants and sites the future 
customers would potentially want to do with their free time. Having personal suggestions to 
tell the customers would add reliability and willingness for the customers to experience new 
things. As Nielsen (2015) proves, with a study done with over 30.000 consumers in a total of 
60 different countries, the most trusted recommendations come from people we know, this 
including personal experiences and buying tendencies.  
 
 
Image 8. Historical ruins in Evora 
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The city of Evora has many historical ruins, temples, statues, and landmarks (Câmara 
Municipal de Évora 2015). A historical ruin can be seen in Image 8. The city has many shops, 
restaurants, cafes and activities to do during the day and evening. The day began with a walking 
tour to the different monuments, landmarks and sight-seeing destinations. The city has so many 
historical locations, the customers would have plenty of variety in sites and activity to spend 
one's free time. Documenting the different sight-seeing spots was essential and would be added 
to the video vlog used for the marketing of the trip.  
7.4. Day 4  
The last day began bright and early at 4 a.m. to head back home to Joensuu. The team drove 
the rental car back to the airport car rental and having traveled early enough, the team had time 
to grab morning coffee and relax before the flight back to Helsinki began. The flight was on 
time in Helsinki, and the team had train tickets back to Joensuu. The overall trip home from 
Evora to Joensuu took over 12 hours, and felt quite exhausting. The main takeaway from this 
day was that the duration of travel needs to be as short as possible, as the main goal of the 
wellness trip was to gain relaxation, balance and a good sense of one’s self. After traveling 
home, one did not feel this way, and the team felt it would not be a great way to end the wellness 
trip, exhausted.  
7.5. Observations of the Exploration Trip 
The benefit of exploration is definitely to see for oneself the locations, services and products 
available. By traveling to Evora, there were many things that helped the planning of the trip, 
as these issues otherwise would not have been known. This could ultimately hinder the 
customer experience and their willingness to participate in future events. One of the main 
takeaways and improvement ideas came from experiencing the car rental at the airport, other 
transportation issues and the accommodation option in Evora.  
The car rental area of the Lisbon airport was extremely small and crowded. The planning team 
deliberated if renting cars would be the best option for the group trip, as there would have to 
be separate people (organizers) getting the cars, and the others waiting in a different area 
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because there was no waiting area in the rental car department. After this experience, the team 
decided to consider airport pickup as a possible extra service to book from the hotel.  
Possible drawbacks of the hotel location of Hotel Quinta dos Bastos would be for customers 
wanting more restaurant, bar and shopping options, as there was not much variety in the near 
vicinity of the hotel, and would require traveling to Evora for more options. Even though the 
distance to the city center was a little over 5 km, it could possibly cause customers to become 
frustrated with the distance, as they would have to either walk or cycle to the city center and 
back. It was decided that a different hotel would be chosen in Evora, as this would allow 
customers to have more options what to do in their free time and have group transport for 
Kokowah farm days.  
Relying on public transportation timetables was not considered productive when planning a 
group trip. Therefore, it was decided to have private bus transportation to and from different 
locations for the entire group. One option for transport would be for walking tours, for example 
from the hotel to the Kokowah Farm, as the distance was only around five kilometers.  
The main take-away from the visiting trip was it solidified the decision to plan the trip to Evora, 
Portugal. It also made the cooperation between Kokowah clearer, and the trip outline more 
realistic than plain planning. The experience of traveling to and from Joensuu to Evora also 
allowed the team to realize the distance and how to space the travel days to be as relaxing for 
the customer as possible.  
8. Planning the Trip 
The trip planning was planned using the information gathered from the group workshop in 
September, the customer interview, as well as the exploration trip to Evora, Portugal. It was 
essential to include as much information as possible, to allow customers to make the purchasing 
decision easy. Using the group ideation from September, the main take-away was to have 
morning and evening yoga classes as a whole group, have free time, and have additional 
activities to individually choose from. The decision to have a hotel near Evora city center was 
decided upon because this would allow each participant to choose between a double or single 
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room. The services near the hotel would allow participants to fill their free time with as many 
options as possible.  
The trip would begin from Joensuu, with flights to Lisbon via Helsinki. A group taxi or shuttle 
bus would take the group from the airport directly to the hotel, as the arrival to Evora would be 
late in the evening. The next three days would be spent at the Kokowah farm, in Evora and 
exploring sites nearby. The days would all include morning and evening yoga classes at various 
different locations, such as the hotel pool side, the Kokowah farm and a mediation morning at 
the megalithic. Free time would be available each day, as additional activities would be 
possible to purchase from the Kokowah farm or spend extra time in the city. Transportation 
between the hotel and Kokowah would be done via cycling, walks or shuttle bus. The final day 
would be spent in Lisbon, as this would allow for customers to spend time by the beach and 
have the option to visit different cultural sites. The full program outline can be found in 
Appendix 1. 
8.1. Marketing 
The marketing of the trip was mainly done in person after the yoga classes held at Geneesi as 
well as paid social media marketing. During the exploration trip, social media stories, on 
Facebook and Instagram were done by the thesis author, and staff of Geneesi and Gartano. And 
example of a social media post by Geneesi can be seen in Image 9. Specific feed posts were 
done to share between different stakeholders, such as staff members on their personal social 
media pages as well as the cooperation partners of Kokowah (2020). The purpose for the stories 
posts was to have a behind-the-scenes experience for those customers who actively follow the 
staff members. By creating stories throughout the exploration trip, it created interest in the trip 
before there was any official booking site done. During the exploration trip, the thesis author’s 
personal Instagram stories accumulated a total of 3500 views.  
In addition to the real-time posts during the excursion trip, a marketing vlog from the 
exploration trip was filmed and edited by Gartano’s CEO, and can be found on Geneesi’s 
YouTube (Geneesi 2019). The purpose of the exploration vlog was to have a longer video 
explaining the trip, the places visited and the possible options for the customers to experience 
before the trip. The vlog was roughly 30 minutes and had an informal and approachable editing 
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style. Shorter videos were created from the vlog material and used in short promotion material 
on social media marketing the trip and booking page. 
 
 
Image 9. Social media post by Geneesi 
 
The website to see the entire trip outline and booking page was created after the exploration 
trip. On the website, the price, date, duration, activities, etc. were outlined in their entirety for 
the customers to view. From the website customers were able to directly book the trip and pay 
the booking fee. Screen shots of the website page can be found in the Appendices.  
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As Geneesi’s main website is used more for the therapy side, the majority of the website content 
is marketed towards the therapy customers, whereas social media is used to target and 
communicate with the individual paying customer, such as the yoga customer. The connecting 
visual message is done using Geneesi’s marketing colors, the purple, orange and blue that has 
been used throughout this thesis as well. The visual marketing of the wellness trip was 
dedicated solely to social media and the company’s newsletter, as the company saw this being 
the best mode to communicate to its customers. As the potential customer for the trip uses 
Facebook and Instagram, marketing on social media was targeted to these platforms.  
8.2. Interview with Customers 2-4 
Interviews with customers were conducted throughout the month of January, at different points 
in the planning phase, as to get customer insight into the trip as quickly as possible. These quick 
interviews were not as in-depth as the interview with Customer 1, but allowed for quick 
planning and changes to existing materials, such as certain web outlines and marketing 
materials.   
The interview with Customer 2 took place on 8.1.2020. The interviewee was a female in her 
40’s. The main feedback from the reservation page was certain information the customer felt 
was missing. Descriptions of Evora city and the hotel were missing. The addition of the 
description of the location adds more depth to the registration page. The full trip outline was 
missing from the registration page as well and the customer felt the need to see the full outline 
before registering. The idea was to send the full outline after the customer registered, and after 
these comments, the full outline and descriptions of the hotel and city were added to the 
registration page.  
The interview with Customer 3 took place 15.1.2020. The interviewee was a male in his 30’s. 
The purpose of interviewing a customer who did not match the customer profile in the planning 
phase was to reach insight into a different customer group and see if the content of the 
marketing material would have interested him. The goal was to see a different perspective on 
the content and to understand if the chosen customer profile was a correct choice. 
The feedback was centered around the marketing vlog from the exploration trip. The video 
according to the customer felt very informal. Customer 3 felt if the viewer of the vlog was not 
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already familiar with the company and the people in the video, it was hard to know who was 
from Geneesi, Kokowah or someone else. The vlog overall was enjoyable to view, but a shorter 
video could reach new customers better. The customer did not feel like the trip would be for 
them, but saw the benefit of this style of wellness trip and could see others booking it. 
After the feedback, the sponsored posts advertising the registration page were changed to 
autoplay a short video on a loop without sound. The autoplay video had no sound and showed 
quick snippets of a scenic video from the exploration trip.  
The interview with Customer 4 took place 28.1.2020. The interviewee was female in her 50’s. 
The interviewee looked at all the material, before the interview. This included the marketing 
vlog, the registration page and some marketing materials from social media.  
The main feedback included mobile optimization of the registration and booking page. The 
mobile formatting caused the price of the trip to look too big on mobile and this distracted the 
customer from other information. The links to cooperation partners, such as Kokowah’s and 
the hotel’s webpage worked nicely and was appreciated. The customer had reservations about 
the price of the trip, and wondered if there could be a separate price if the trip did not include 
the flight from Joensuu – Helsinki – Joensuu. The customer noted that the price might be too 
expensive for some customers and wondered if the price would influence some people’s 
decision to participate.  
8.3. Interview Results 
Doing small group and individual interviews was beneficial to the planning of the trip. The 
benefits of having these different interviews allowed the customers to give their own opinion 
and insight into the planning phase. It allowed the planning team to adapt and change the plans 
quickly. The benefits of having a group ideation in the beginning of the planning phase allowed 
for the customers to agree or disagree with other customer opinions, and this allowed the 
interviewee to distinguish what issues are essential and what are debatable when planning a 
trip. Having the different customer profiles represented in the interviews allowed for 
confirmation of the plans, as the feedback was direct and specific to their needs.  
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Having the group ideation and an individual interview before the exploration trip was helpful 
when exploring the location, as the planners had a sense of the customers. By imagining what 
the customers would need, the exploration allowed for the team to experience and notice things 
that otherwise would not have mattered if one was individually travelling there. The decision 
to interview a customer not in the customer profile selection also allowed the team to gain 
insights into the target market. By being able to compare the feedback from these different 
customer profiles, it confirmed the decision on who to target the marketing to and what 
demographic best fits the planned trip.  
8.4. Changes to the Plan 
As mentioned in Chapter 4.3., the finalized customer numbers needed to be informed to the 
travel agents Matka Agentit by February 23rd, 2020 and to keep the group booking benefits, 
there needed to be a total of 10 bookings. By 20.2.2020, there was not enough reservations for 
the trip to get the group benefits, and the decision to cancel the trip was made by Geneesi. The 
decision to cancel the wellness trip was a disappointment and a backup plan was created. 
The backup plan to create a wellness retreat weekend was decided between Geneesi as well as 
the thesis author. The idea was to have a localized wellness trip, to stay in North Karelia, which 
would allow for a much smaller price tag as well as a shorter trip duration. The plan was to use 
this trip to gain experience and to gain knowledge on organizing a smaller trip and gain insight 
into a potential international wellness trip in the future.  
8.5. Interview with Customer 5 
A customer interview with new customer for the retreat weekend was conducted on 21.2.2020 
with a female in her 30’s. This customer profile matched the 2nd customer profile mentioned in 
Chapter 4.5. The interview was conducted in a semi-formal matter, with certain questions 
preplanned and the opportunity for the customer to speak freely about one’s own feelings and 
opinions. This customer had been interested in the Portugal wellness trip, but had not had the 
means to participate in it, and thus was interested in the retreat weekend.  
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The excitement of the retreat weekend was instant. The customer was extremely disappointed 
that she was not able to book the Portugal trip, and this backup trip was a great new option to 
her. She agreed that the same weekend that the original wellness trip should have taken place 
would be suitable for the new retreat weekend, the trip would last 2 nights and be in the North 
Karelia region. The idea to have group discussions was still considered an added benefit to a 
trip like this, and having multiple yoga classes in different locations was essential.  
8.6. Planning the New Trip 
After the interview, the new plans for the retreat were made. The thesis author and Geneesi’s 
psychotherapist planned the new trip and its details together. The planning consisted of 
deciding on a new location, this included researching local venues that would allow for the 
customers to have group yoga and discussion sessions in an intimate location. The 
accommodation should be in the same location or near the group facilities, as well as breakfast 
and other food options throughout the weekend. Three different locations in North Karelia were 
considered. The customer interview and planning the new trip, included in booking the new 
location was done in a week of deciding to change the plan. 
The first location contacted was a chain hotel, that had all amenities available, with 
accommodation, eating options, free time options, and yoga and group discussion rooms. When 
contacting the location for quotes, the company informed that they cannot offer the group a 
quote, as organizing a wellness trip in their facilities would compete with their own wellness 
services and considered it competition for themselves.  
The second location contacted did not have all the available services the retreat weekend was 
looking for, and thus was eliminated from the options. The third and final contacted location 
was situated in Lieksa, next to Lake Pielinen. The facility had multiple different 
accommodation options, breakfast included in the booking as well as multiple different yoga 
and discussion rooms. The thesis author and Geneesi’s psychotherapist concluded that 
Kestikievari Herranniemi would be the perfect place for the retreat weekend. Herranniemi’s 
options also included traditional Karelian food, different sauna options, swimming in Lake 
Pielinen, as well as different style rooms to choose from (Kylaan.fi 2020). Kestikievari 
Herranniemi can be seen from Image 10.  
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Image 10.  Kestikievari Herrannimi’s main building (Kylaan.fi 2020) 
 
The new retreat weekend was decided to take place 24.-26.4.2020. The participants would 
travel by themselves to the location of the trip, and shared rooms would be acceptable. The 
price should include the yoga classes in the morning and evening and other group activities, 
such as wellness discussions in a group. The decision to include all the meals was added 
afterwards, as it would allow the facilitators to create an all-inclusive feel to a short trip. The 
price of the weekend retreat was decided to be 260€, and this included everything mentioned 
above.  
8.7. Marketing the New Trip 
The marketing for the new trip began right away the first week of March to the people already 
interested in the Portugal trip directly as well as marketing material on Facebook, Geneesi’s 
newsletter, as well as in person at the yoga classes. The marketing material for the retreat 
weekend can be found in Appendix 4. In the first two weeks of marketing the trip, half of the 
spots were booked. There was instant excitement about the trip and a few additional spots were 
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reserved in advance if the customers were able to get the weekend off from work. The 
excitement for the trip however took a turn starting in mid-March as news of Covid-19 began 
to spread throughout Europe and Finland. The following two weeks and end of March caused 
some participants to cancel their reservation and by the end of March the decision to cancel the 
retreat weekend was made.  
8.8. Coronavirus 
When researching and planning the different trips, a worldwide pandemic never came to mind 
to either the thesis author or any person at Geneesi. Even while working on the SWOT analysis 
and wildcards, the need to plan for such a devastating impact on the economy and tourism 
never felt as an option. Even though information about a possibility of a worldwide pandemic 
wildcard can be found, for example from 2015 from Bill Gates (Gates 2015) and 2016, from 
the Copenhagen Institute for Futures Studies (Brown & Arminaite 2016), the belief that such 
a pandemic would happen seemed so slim that they were not even considered as a threat.  
Gates (2015) explains how the next killer of human life will be the result of a highly infectious 
virus instead of a war. The reason for this, Gates explains, is due to the highly globalized 
economy, where people travel all around the world every day, and the possibility for a virus to 
spread is much more likely than any time in the past. Gates highlights the importance of being 
ready for such a pandemic and how to fight the crisis. 
Brown and Arminatie (2016) on the other hand discuss the global impact of a worldwide 
pandemic being more catastrophic than the risks of terrorism. As mentioned in the wildcard 
section of the megatrends, the economic impact of 9/11 was astronomical, and the effects of 
the coronavirus are just beginning. The true impact cannot be estimated and one can only 
imagine what it will do the tourism sector as a whole. However, as the 9/11 example showed 
interest in the Asian market increased, one can only ponder what positive effects this novel 
coronavirus will have on the tourism market.  
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9. Learning Outcomes 
Even if one would have understood the pandemic wildcard, one could not have predicted the 
full extent of what it had become and will become in the upcoming years. The outcome of the 
wellness trip to Portugal or the wellness retreat in North Karelia would have resulted in the 
same end result, the cancelation of the trip. One can only learn from this situation and hope the 
tourism sector will gain something positive and create a new market or way of traveling in the 
future. Also, one might argue that one’s own wellbeing and health will be even more important 
to people and their overall wellness will be a top priority going forward, allowing for the 
wellness tourism sector to grow even more.  
The planning and organizing the wellness trip showcased a lot of new things to make sure to 
take into consideration when creating a wellness trip, such as the tourism laws in Finland. Also, 
customers might say they want one thing but decide to do something different. For example, 
saying the price of the trip seems reasonable considering the content of the trip, but not saying 
they would not have the means to attend such a trip. Gaining customer insight is essential, but 
sometimes the most important information customers can give you is the things they do not 
say. The main takeaway from the entire thesis process has been however much one prepares in 
creating anything new, there are always problems to be solved and some that you could not 
have planned for. The future will be very interesting for the tourism sector and it will be 
exciting to see what the future holds for wellness tourism.  
9.1. Feedback 
Throughout the entire thesis process, the cooperation between the author of the thesis and 
Geneesi was successful. There were planning meetings, quick messages and long discussion 
throughout the entire process. The cooperation between the author and Geneesi was organic 
and allowed for each party to add their own expertise and knowledge to the planning of the 
trip. This allowed for true cooperation and idea growth. 
The main feedback from Geneesi to the thesis author was their overall satisfaction with the 
work. The main benefits Geneesi felt the thesis author brought to the planning of the wellness 
trip was her knowledge of organizing and planning tourism related events and trips. She was 
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able to have everything organized and well planned out. She was eager to give new ideas and 
listen to the needs of Geneesi and work with the team without any problems. Geneesi enjoyed 
her willingness to work together on all planning phases, and being active in contacting and 
interviewing the customers. She was able to have her own ideas and she did not wait for 
instructions from Geneesi to tell her what to do, but independently was able to do things that 
helped the planning of the trip. She was an integral part of the trip planning and Geneesi felt 
they would not have been able to plan such a trip without her. Even though the trip had to be 
canceled, and there were certain problems with registration and marketing, the help received 
from her will allow them to build upon the work and create a new trip once the situation allows 
for it. Geneesi will continue the plans for fall 2020 with a wellness retreat in North Karelia. 
The goal for them is to create a consistent service out of the wellness retreats and after that 
attempt a new international wellness yoga trip.  
9.2. Improvement Suggestions 
There were many obstacles along the way when planning a wellness trip. Understanding what 
customers want was one of the biggest hurdles to overcome. Even with multiple interviews and 
group ideation sessions, at the time of reserving the trip, many customers were not able to 
purchase the trip. The main critique of the trip was the overall price. Many customers said if 
such a trip could be done under 800€, they would have been able to pay for such a trip. This 
price is difficult to achieve, even bigger tourist companies do not offer such possibilities. When 
planning a new international wellness trip, the target market will have to be re-evaluated and 
specifically marketed to those customers who have the means to attend such a trip.  
Benchmarking competitors’ trips will also be considered for future improvements, as this 
allows to see what essential activities and scheduling is necessary for customers. This could 
possibly allow for cheaper prices, if all the activities would be purchased on site and only the 
necessary flights, hotel and transportation are included in the trip price. The location of the trip 
will also have to be improved upon, as one of the wishes from customers was the possibility to 
enjoy the seaside. 
The weekend retreat, however, with the same customer profile gained higher traction and 
registration. Knowing this, in the future a retreat weekend will be held first, where Geneesi has 
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the possibility of testing out different yoga classes and wellness discussion groups. To improve 
upon the plans for the wellness retreat, Geneesi could theme the different retreat weekends to 
entice different customer groups. Also, having multiple retreat weekends per season will allow 
for recognizability and strengthen Geneesi’s company image in the wellness sector. 
9.3. Future Trends 
The Global Wellness Summit (2019-2020), reported upcoming trends in the future will include 
wellness tourism in the form of wellness sabbaticals. It is speculated that due to ever increasing 
work stress, more employees will be taking over three-week wellness sabbaticals to destress 
from the current state of life. Some consumers have begun participating in wellness sabbaticals, 
where one works remotely in a recharging environment, for example abroad in a sunny 
destination, and is able to continue work life, albeit completely remote. Sitra (2017) also 
predicted that in 2040, the working day will be vastly different and will continually change, 
however it might come sooner than later. Due to the current coronavirus pandemic, those 
workers who are able to work from home have proven to employers that they are able to 
continue working from home after the crisis is over, creating a wellness balance for workers 
and their home life. At the beginning of April, 2020, over a million Finns worked remotely 
from home, where over half of them stated they wish to continue working from home when the 
situation turns back to normal (Yle 2020).   
With the current state of the tourism industry being in disarray, it will be difficult to predict 
how the tourism sector will recover from the coronavirus epidemic. At the time of writing this 
thesis, the Finnish border is closed from other countries, with the possibility of slowly opening 
them to business travel within the Schengen region (Onali 2020). By not having any tourism 
or travel between countries, and not knowing when the borders will open up to tourim travel, 
it is difficult to predict when tourism can return to normal. With borders being closed, it is also 
difficult to foresee when companies will be open and how many will survive this pandemic. 
The capability of countries to return to normal is also difficult to analyze, and similarly to the 
9/11 attacks, the true effects on the tourism sector will not be known until years in the future. 
For example, Sweden’s state epidemiologist Tegness predicts Finland’s response to the 
coronavirus will cause Finland to return to stay at home orders in the fall of 2020 (Hakkarainen 
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2020). Getting back to normal can take years, and not knowing how the virus will continue to 
affect the lives of the people, one can only ponder what future trends will emerge from this. 
 
10. Conclusion 
The overall thesis process has been a learning curve. The image of the design squiggle 
definitely pertained to this thesis process, but the image should be the other way around. The 
beginning of the work seemed to go quite smoothly, as communication with the customers and 
Geneesi was easy and customers were excited to participate in such a trip. Then at the end of 
the planning and customer insight, new information comes from each direction and prototypes 
change drastically. However, making quick decisions and new plans are a virtue of a successful 
company, and Geneesi showcased their adaptability to change regardless of the circumstances. 
The service design methods and tools that were used suited the thesis work. Interviewing 
customers allows user insight from different customer profiles. By having interviews 
throughout the different thesis phases also allowed the trip planning to fit the customers. I found 
an important part of the entire service design process was understanding all the different 
stakeholders, their relation to the trip planning as well as the different factors that effected the 
overall work. The most important service design method from the entire thesis process was the 
excursion trip to Evora. It allowed the entire team to see the area and possible touchpoints that 
could have affected the customer experience. Knowing these touchpoints would not have been 
possible without the excursion trip.  
The research questions delegated at the beginning of the thesis allowed the work to focus on 
the overall goals of the thesis. I believe I was able to answer these research questions during 
the thesis work. The research questions were: 
1. What are megatrends and how companies can recognize them? 
2. What is wellness tourism? Sub-question: How does it relate to megatrends? 
3. What is needed to plan a successful tourism trip? 
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Researching what megatrends are, and how they can be detected gave integral insight into the 
world market. Also, the way megatrends effect the global market allowed me to work with 
Geneesi and find what megatrends they will look for in the future. Understanding and spotting 
megatrends, allows companies to reach a new market and expand their service catalog. Also, 
understanding the impact they have on the world allowed for new innovations to come out of 
them. Megatrends as a whole disrupt the market, good or bad. This is more evident than ever 
with the current coronavirus pandemic.  
Wellness tourism is a small section within the global megatrends, but was slowly growing to 
become a large megatrend. I am sure it will eventually grow back to its popularity after the 
coronavirus is over, it just might take a few years. Understanding how wildcards effect 
megatrends, one can see now how the coronavirus in itself is a global wildcard. It will 
ultimately change the scope of tourism and wellness tourism for the foreseeable future. I 
believe local and domestic tourism will be the first to come back to normal and even grow as 
a result of the coronavirus. The regional tourist operators have a chance to update their services 
and business ideas to serve local customers, and possibly these innovations will entice 
international tourists once borders open. International tourism, I believe, will take much longer 
to get back to normal, and if any company in the tourism sector wishes to survive past this 
pandemic, they have to figure out what local customers want.  
Having planned an international wellness trip as well as a domestic wellness retreat, once the 
travel restrictions return to normal, Geneesi will have the ability to utilize the work done and 
adapt it to meet their needs in the future. When planning a successful tourism trip, the work 
that was done was considered a success, even though the end result was not what the 
commissioner or I was hoping for. But learning from those mistakes and adapting to change 
will ultimately be the factor if a successful trip will happen in the future.  
When thinking about the future, one does not know what customers will want or what they will 
be able to pay for. I believe the future will have more local and regional tourism. Geneesi has 
a strong capability in creating regional wellness retreats in the future. I believe regional tourism 
will have a stronger foothold in the tourism market for the next few years, with a focus on 
wellness. The overall thesis process was a continuous learning process and thus made me a 
better service designer. I am sure the work done will aid me in the future and one can always 
learn more from mistakes than achievements.   
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Appendices 
Appendix 1. Trip outline, translated from original Finnish outline 
PROGRAM 
Airline: Finnair 
23.4.2020 Travel Day Joensuu – Helsinki – Lissabon – Evora. 
Joensuu (JOE) 13.30 – Helsinki (HEL) 14.30 
Helsinki (HEL) 18.20 – Lisbon (LIS) 21.10 
Bus from Lisbon to Evora.  
24.4.2020 Relaxing Farm Day. 
The morning begins with a hotel breakfast and morning yoga followed by a ride to Kokowah’s 
Vilavalecovo Farm. At the Farm you can relax with a variety of wellness activities, a personal 
wellbeing conversation at the tree and an afternoon of yoga. The day ends at the campfire with 
a group wellness discussion and a joint ride back to the hotel. 
25.4.2020 Evora City Day. 
The morning begins early with morning yoga at the hotel, followed by a leisurely breakfast. 
The day is full of culture and history. During the day, you can visit the many historic sites of 
the city, have a coffee on the terrace or lie in the hotel's spa. In the afternoon, the group meets 
in a local yoga studio for a seminar and group discussion led by Tara. The day ends with 
communal yoga and meditation. 
26.4.2020 Active Farm Day. 
  
The morning begins with sunrise with yoga and meditation at Almendres Cromlech. After a 
little snack, we move back to Vilavalecovo Farm, where activities continue. Spend the day with 
a group lunch, a scenic walk and evening yoga. 
27.4.2020 Travel to Lisbon & Free Day 
After a joint yoga and breakfast, head to Lisbon by the beach. Collaboration discusses well-
being and coping in the midst of everyday hurry. All day is free to enjoy the beach, Lisbon's 
many restaurants or cultural walks. In the evening, gather for evening yoga and group 
discussion. Early bedtime is preferred as early morning return home. 
28.4.2020 Home Trip Lisbon – Helsinki – Joensuu 
Lisbon (LIS) 7.20 – Helsinki (HEL) 14.00 
Helsinki (HEL) 16.10 – Joensuu (JOE) 17.10 
 
  
  
Appendix 2. Geneesi’s wellness trip registration page 
  
 
  
  
Appendix 3. Marketing Images from Social Media for Wellness Trip 
 
 
  
 
 
  
Appendix 4. Marketing Images from Social Media for Wellness Retreat 
 
  
  
Appendix 5. Website from Aurinkomatkat for yoga retreat trip to Crete, 
Greece 
 
 
  
 
 
  
 
  
Appendix 6. Website from Tjäreborg for Pilates trip to Tenerife, Spain 
 
  
Appendix 7. Website from Tjäreborg for yoga trip to Lefkada, Greece 
 
 
  
 
 
 
  
Appendix 8. Website from Tjäreborg for Pilates trip to Madeira, Spain  
 
 
  
 
  
Appendix 9. Kuntokikka’s advertisement for yoga and activity vacation to 
Crete, Greece 
 
  
Appendix 10. Yoga trip advertisement for Meri Mort 
 
 
  
 
 
 
  
Appendix 11. Yoga trip advertisement for Kylli Kukk 
 
 
